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A Study of the Attitudes Toward Unethical Selling Amongst 
Chinese Salespeople  
 
 
The latter part of the 20th Century saw the Chinese economy moving towards a 
socialist market rather than planned system. Despite growing interest in Chinese 
business ethics, little work has examined ethical issues concerning the Chinese sales 
force. The present study draws from existing work on Chinese and Western business 
and sales ethics to develop some hypotheses regarding the perceptions of unethical 
selling behavior of modern Chinese salespeople. A survey of Chinese sales executives 
is conducted and statistically analysed. Results are compared with those reported in 
previous US-based research with regard to differences in perceptions of unethical 
selling behavior. The results indicate that contemporary Chinese salespeople were 
more favourably disposed than expected towards unethical selling behavior, and also 
more favourably disposed than previously-studied US salespeople. Younger Chinese 
salespeople evaluated unethical behaviors more favourably than older ones. The 
results are discussed, along with implications for theory, practice and future work. 
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INTRODUCTION 
Ethical issues are emerging as an important concern within business research, so 
much so that Marta, Singhapakdi, Attia and Vitell (2004, p. 53) state “it is surely no 
longer necessary to justify the importance of ethics research”. In particular, research 
in the US regarding business ethics has proved to be very popular over the last 
decade, resulting in a number of theoretical models and related empirical results (e.g. 
McClaren, 2000; Wotruba, 1990). Nevertheless, only a small amount of ethics 
research has been conducted in national environments outside the US (Marta et al., 
2004; Robertson, 1993; Robertson, Hoffman and Herrmann, 1999; Singhapakdi, 
Vitell and Leelakulthanit, 1994; Wood, 1995). With international business activities 
more commonplace, and with increasing support for cultural variation in ethical 
behavior (e.g. Hendon, Fraedrich and Yeh, 2001; Shafer, Fukukawa and Lee, 2007), it 
is extremely important to examine ethical decision-making and behavior in cultures 
outside the US (Wood, 1995). Furthermore, economies such as China, Japan, and the 
South American or Middle Eastern economies, are important to global business in 
their own right (as well as being large markets for Western firms), making it 
imperative to study key ethical issues within these economies. 
Salespeople are recognised as the organisational function most likely to find 
themselves in ethical dilemmas (McClaren, 2000; Wotruba, 1990). It is surprising 
therefore that research looking at the ethical decisions and behaviors of salespeople 
within various non-US cultures is underrepresented. This is despite the acceptance of 
the sales function as both resource-intensive and critical to a firm’s bottom line 
(Dubinsky, Jolson, Michaels, Kotabe and Lim, 1992; Jackson and Hisrich, 1996). 
Furthermore, salespeople are usually invested with great trust and responsibility by 
management, with little supervision and often huge financial implications of their 
performance (Wood, 1995). Thus, the temptation for salespeople to profit by behaving 
unethically may be considerable (Wotruba, 1990). The sales person in many instances 
is the face of the organisation; therefore the image of the company depends at least in 
part on the behavior of that sales person (see for example, Bettencourt, Gwinner and 
Meuter, 2001 and Schneider and Brown, 1984). With contemporary organisations 
wishing to be seen to be good corporate citizens, the appropriate management of 
ethical behavior in the context of employee culture is important (Bailey and Spicer, 
2007).  
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The Chinese economy is now one of the largest in the world, and is expected 
to grow significantly in the future (Chow and Li, 2002; Economist Intelligence Unit, 
2008), making it both an important context to understand in itself, as well as for 
global marketers from outside Chinese borders. Interestingly, whilst traditional 
Chinese culture has “long and rich traditions of morality” (Chow and Ding, 2002, p. 
668), the introduction of market concepts in 1978 has been argued to have caused a 
decline in moral standards (e.g. Harvey, 1999). Responding to this, some recent work 
has examined the implications of Chinese culture, such as guanxi, and philosophy for 
business ethics (e.g. Chan, Cheng and Szeto, 2002; Koehn, 1999; Su, Mitchell and 
Sirgy, 2007; Szeto, Wright and Cheng, 2006; Xiaohe, 1997). However, little empirical 
research appears to have examined Chinese ethical selling behaviors (Liu, 1998), even 
though personal selling activities are particularly important in China due to the high 
cultural value of personal relationships (Luk, Fullgrabe and Li, 1999). Increasingly 
researchers are examining salespeople’s ethics in East Asia (e.g. Hendon et al., 2001) 
although none have examined China specifically, nor the perception of salespeople 
and the selling environment in this context. Instead, the focus has largely been on the 
general approach to sales, for example the corporate culture (Hendon et al., 2001).  
The perception of salesperson ethical behavior in this important business environment 
is the focus of this research. 
This paper provides exploratory empirical evidence regarding sales peoples’ 
perceptions of unethical selling in China, and contributes towards an understanding of 
ethical issues within the Chinese selling environment. Specifically, the research tests a 
number of variables which may impact perceptions’ of unethical selling behavior, as 
well as providing comparisons of the present results with previous US-based findings 
by Bellizzi and Hasty (2001). An unethical selling scenario which has been well-used 
previously in the literature is utilised to uncover Chinese sales executives’ opinions 
regarding unethical selling. This approach is consistent with other studies examining 
ethics in ‘non-Western’ cultures, where little prior research is available (e.g. Marta et 
al., 2004; Merrilees and Miller, 1999; Robertson et al., 1999). The paper is structured 
in the following manner. First, the theoretical background is discussed, and 
hypotheses regarding the perceptions of unethical selling behaviors in China are 
developed. Subsequently, the methodology is described and results presented along 
with discussion of key points. Finally, limitations, conclusions, and directions for 
future research are detailed. 
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THEORETICAL BACKGROUND AND HYPOTHESES 
The primary focus of this section is to develop some of the implications of 
‘traditional’ Chinese moral philosophies for what has been termed ‘unethical selling’ 
in previous research, and where possible tie them to more general theories of 
behavior. There appears little disagreement among scholars that traditional Chinese 
philosophical principles differ significantly from those which have evolved in the US 
– where most sales ethics research has been conducted (Whitcomb, Erdener and Li, 
1998). Recent research has considered the implications of such differences for general 
business ethical theories and practices (e.g. Chan et al., 2002, Chow and Ding, 2002; 
Koehn, 1999; Pitta, Fung and Isberg, 1999; Su et al., 2007; Szeto et al., 2006; Xiaohe, 
1997). Whilst it is difficult to classify such a broad range of tenets as may exist in 
traditional Chinese philosophy (Koehn, 1999), a number of generalisations have been 
drawn (e.g. Tang and Ward, 2003). These are used as a base for the subsequent 
discussion. However, at no point should it be implied that any of these principles is 
either superior or inferior to any other framework. The focus is purely theoretical, not 
value-laden. 
It is has been acknowledged that the elemental basis of the Chinese belief 
structure is Confucianism (Chow and Ding, 1999; Whitcomb et al., 1998), and Chiu 
argues for Confucianism as “the major philosophical system…embedded in the mind 
of every Chinese person” (2002, p. 585). Confucian philosophy stresses concepts of 
ethics, righteousness, and human integrity towards family and society, among others 
(Chiu, 2002; Redding, 1990; Tang and Ward, 2002; Whitcomb et al., 1998). However, 
the Maoist ideology (a form of Marxism) has also been a key driving force of Chinese 
society in the more recent past (Tang and Ward, 2003). Furthermore, in 1978 Deng 
Xiaoping introduced a programme of economic liberalisation (the ‘socialist market 
economy’) into Maoist China, which was fully realised from around 1993 onwards 
(Deng and Dart, 1999; Walters and Zhu, 1995). These differing strands underlie 
ethical principles within China, and will be examined in subsequent sections. 
 
Confucianism, Maoism, and Socialist Market Economy and Unethical Selling 
Behaviors 
The Confucian value system is characterised as being fundamentally moral (e.g. 
Harvey, 1999; Koehn, 1999; Xiahoe, 1997). Traditional Western ethical frameworks 
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generally consider the law as the lowest common denominator of ethical conduct 
(Dienhart, 2000; Lucas, 2003). However, within the Confucian framework, it is less 
important to strictly adhere to the ‘letter of the law’ than it is to act in ‘good faith’ 
(Koehn, 1999; Pitta et al., 1999). For an act to be ethical according to Confucian 
values, it must be done voluntarily, in a spirit of jen (‘good heartedness’) rather than 
in simple conformity to an ethical and legal standard (Koehn, 1999). Thus, it can be 
seen that many of the underpinnings of the intellectual development of Western 
business ethics, such as the idea that it is the responsibility of a business to maximise 
profit within the rule of government and law (e.g. Friedman, 1962; Lucas, 2003), 
appear incompatible, even as rhetoric, with Confucian ethics. In fact, profit making 
itself has been argued to be in direct conflict with the values of Confucian philosophy 
(e.g. de Bary, Chan and Whatson, 1960). Xiaohe (1997) however, defines the concept 
of li as referring to profits, and states that “Confucians are not completely against “li” 
and want to…achieve “li” in a moral way” (p. 1511). Nevertheless, despite this 
disagreement it is clear that profit per se is consistently considered as subordinate to 
ethical concerns within the Confucian framework. 
Another key value of the Confucian thought system is that of the social 
network. The Confucian framework implies that simply to be human is to already be 
fundamentally involved “in a matrix of inter-related highly determinate relations” 
(Koehn, 1999, p. 75). Thus, unlike many other models of business ethics, the 
Confucian system implies that personal or organisational benefit (e.g. profit making) 
should always be subordinate to the greater benefit of the social network. 
Furthermore, no player or institution has any particular responsibility (such as to make 
a profit), or special importance, when compared with any other member of the social 
network. Social identity theory (Tajfel and Turner, 1979) would predict that, in such 
Confucian systems, a sales person’s identity is inextricably tied to the identity of their 
social network, creating an in-group to which the sales person will be loyal. Indeed, 
Hwang (1999) notes that from the perspective of social identity theory, Confucian self 
cultivation suppresses personal identity in social interactions, transforms I to we and 
consequently intensifies social identity with the group. As a consequence, and as 
predicted by utility theory, in a Confucian system, sales person utility-maximising 
behavior will be directed at gaining benefit for the group (family or organisation), 
rather than for themselves as an individual. Confucian values, therefore, may be 
expected to predict at least some types of positive ethical behavior within the social 
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group or network. Although interactions outside of the immediate social network tend 
to be more instrumental, existing “simply for the purposes of acquiring a particular 
resource” Confucian values dictate that they are still performed in a spirit of jen. 
(Hwang, 1999; p10) 
Although Confucianism is deeply embedded in Chinese culture, Chiu (2002) 
has suggested that the Maoist ideology has partly replaced Confucianism over the 
course of the 20th Century. Interestingly, it can be argued that Maoism is likely to 
have exerted a considerable reductive effect on unethical behaviors within the Chinese 
selling context, over and above that of Confucianism. In particular, the Maoist 
ideology attempted to upset the Confucian idea of filial and hierarchical allegiance, 
stressing loyalty to ‘the people’ or ‘the party’ rather than the familty and organization 
(Whitcomb et al., 1998). Maoist ideology stressed that ‘good citizens’ should be more 
concerned about others than themselves, with no tolerance for acts which promote self 
interest, and “under such conditions...any unethical act [is] unacceptable” (Chiu, 
2002, p. 585). As a result of this, any salesperson who committed an unethical action 
would expect to be punished harshly for such actions. From the perspective of social 
identity theory, it appears that Maoist ideology seeks to broaden the in-group, and 
transform filial ties to ties to the state or “the people”. The motivation for individuals 
to change their social identity in this way (or at least the associated social behaviors) 
can be explained by utility theory. Harsh punishments for self-promoting or unethical 
acts alter the utility that individuals gain from such acts. Consequently, self promotion 
or unethical acts become less attractive than acts which conform to the Maoist 
philosophy and consequently, are expected to exert a further reductive effect on 
unethical behaviors within the Chinese selling context.  
The transition to a socialist market economy, as the predominant driver 
underlying China’s emergence as an economic force, adds to the conundrum 
regarding the view of good ethical behavior. The socialist market economy enfolds 
Confucian and Maoist ideals into a capitalistic, market-based model. The impact on 
ethical behavior has been argued to be anything but positive, with some research 
indicating that “unethical” behavior has become the norm in business practices (e.g. 
Wang, 2003) This view may not be borne out however, with market and other 
economic pressures, such as joining the WTO, potentially rectifying this situation in 
the future (Hanafin, 2002 ; Shafer et al., 2007 ). “Good” ethical behavior therefore, 
could be argued to be under transition. Recent research bears this out, indicating a mix 
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of market and Confucian/Maoist based perceptions of what constitutes ethical or 
socially-responsible behavior, often with mixed results (e.g. see Shafer et al., 2007). 
Shafer et al. (2007) found for example that ethics and social responsibility were 
viewed by Chinese MBA students as essential for the long-term viability of business 
(a Confucian ideal), although paradoxically the return to the stock holder was more 
important than ethics (a market ideal). A mixture of traditional cultural and market 
values are at play, indicating a move to a new ethical norm in the behavior of Chinese 
executives; perhaps a ‘crossvergence’ of cultural values (see Ralston, 2008). The 
assumption of the crossvergence paradigm is that the new norm for cultural values 
and behavior is developed through “cherry picking” from traditional and more recent 
sources of the cultural base (Ralston, 2008). With this in mind, the hypotheses 
developed for this study have been drawn from a base of the traditional Confucian and 
Maoist principles introduced above, as current research would indicate that it is 
difficult to determine how “new” Chinese ethical behavior is likely to manifest (e.g. 
Shafer et al., 2007). We argue therefore, that Chinese salespeople could be expected 
to have more negative perceptions of unethical selling behavior than salespeople in 
economies such as the US. For example, in US-based studies, one of the key reasons 
given for unethical conduct is the strong motivation that managers and employees feel 
for profit making (e.g. Sims and Brinkmann, 2002; Wotruba, 1990). Furthermore, the 
inherent characteristics of the selling job, such as clearly measurable short-term 
performance and high intra-group competition, increase pressure to generate profit by 
unethical means (e.g. Lagace, Dahlstrom and Gassenheimer, 1991; Singhapakdi and 
Vitell, 1991; Wotruba, 1990). It is difficult to reconcile the Confucian concepts of 
goodwill and jen, or achieving profit and li in a moral way (e.g. Koehn, 1990; Xiaohe, 
1997), with this kind of unethical behavior by salespeople, particularly in light of the 
social identity and utility theories also discussed above. 
The Confucian emphasis on social networking is also likely to be a reductive 
influence on unethical selling behavior. First of all, it can be considered that if one 
focuses on the ‘greater good’ of the entire social network rather than individual or 
institutional goals, then one may be less likely to perform activities that benefit the 
latter at the expense of another actor in the network. It is clear from prior research that 
many unethical selling activities are intended to benefit one party at the expense of 
another (e.g. Bellizzi and Hite, 1989; Honeycutt, Siguaw and Hunt, 1995). Therefore, 
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it seems conceptually sound to consider that these kinds of unethical activities are also 
less likely to be performed within the bounds of the traditional Confucian philosophy. 
Conversely, the emphasis on insider group loyalty, hierarchy, and filial piety 
inherent in Confucianism (Tang and Ward, 2003) could in fact increase the likelihood 
of unethical selling. For example, loyalty to one’s firm (an ‘insider group’) may cause 
customers to be considered adversaries, for the purposes of making profit for the firm, 
whilst loyalty to one’s boss (the hierarchical superior) may also cause unethical 
selling in order to increase profits for the benefit of the boss. Maoism’s core 
philosophies though, were an attempt to move away from such Confucian concepts, 
and transfer loyalty to society as a whole (Chiu, 2002). Furthermore, individuals were 
expected to report those who behaved in a way which was not beneficial to society. 
Here it can be seen that Maoism may mitigate these possible detrimental effects of 
Confucianism on selling ethics. 
Summarizing the previous arguments, Table 1 provides examples of sales 
behaviors which prior research has generally considered to be unethical (e.g. Bellizzi 
and Hite, 1989; Hunt and Vasquez-Parraga, 1993; Robertson and Anderson, 1993; 
Verbeke, Ouwerkerk and Peelen, 1996), with the values discussed earlier which may 
reduce their prevalence in Chinese selling contexts. 
TAKE IN TABLE 1. 
Since unethical selling behaviors would appear to run contrary to many of the 
fundamental principles of both Confucianism and Maoism, one would expect Chinese 
salespeople to have more negative attitudes towards unethical selling behavior than 
those previously reported from US salespeople: 
H1: Chinese salespeople will evaluate unethical selling behavior more negatively than 
salespeople studied previously in the US. 
 
If this hypothesis is supported, then suggestions that Chinese business has become 
less ethical since the introduction of the socialist market economy would be somewhat 
refuted. This would run contrary to the assertions of authors such as Chiu (2002), who 
noted that; “[w]ith the baptismal effect of capitalism, [Chinese businesspeople] are as 
materialistic, egoistic, and self-centred as their counterparts in [more Westernised 
economies]” (p. 585, see also Harvey, 1999; Tang and Ward, 2003). However, since 
the socialist market economy was only fully realised in the early 1990s (Xiaohe, 
1997), younger salespeople in China may be far more influenced by the newer market 
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ideals, and less influenced by traditional Confucian and or Maoist principles, than 
older salespeople, with some recent research supporting this assertion (Shafer et al., 
2007). In previous US-based ethics studies, there is some divergence as to the 
influence of advancing age on individuals’ ethical decision-making (Marta et al., 
2004). Wortruba (1990) considered there to be a positive relationship between age and 
ethicality, although empirical literature reviews (e.g. Ford and Richardson, 1994; Loe, 
Ferrell and Mansfield, 2000; McLaren, 2000) clearly demonstrate that this is not so, 
with little systematic covariance being reported in the literature as a whole. If the 
introduction of the socialist market economy has caused a degradation of traditional 
Chinese ethical standards though, one would expect to see changes in the utility that 
younger sales people gain from personal profit-maximising behavior compared to 
their older counterparts (i.e. utility gained from unethical behaviour may outweigh the 
utility gained from ethically-sound behaviour), and consequently, significant 
differences between the ethical attitudes of young and old salespeople. Indeed, Chan 
et al. (2002) did find that younger Chinese executives may be more likely to be profit 
oriented and behave unethically. Thus, it is argued that older salespeople – more 
deeply steeped in traditional Chinese values – will evaluate unethical behavior more 
harshly than younger Chinese salespeople.  
H2: Younger Chinese salespeople will be less likely to evaluate unethical selling 
behavior negatively than older Chinese salespeople 
 
In addition, working experience may be an important indicator of differences between 
traditional and more contemporary ethical values in China. In US-based research, 
little consistent support has been found for the idea that experience influences ethical 
decision making (Loe et al., 2000; McLaren, 2000). However, in the Chinese context, 
it could be expected that salespeople with longer experience in sales roles will have 
more deeply-ingrained Confucian/Maoist business values than those who have only 
recent experience in these roles. Research suggests that more contemporary Chinese 
business may be overly motivated by profit and other socialist market ideals, to the 
detriment of ethical values (e.g. Chan et al., 2002; Chiu, 2002; Shafer et al., 2007). 
Consequently, Chinese salespeople who have only recently begun their sales careers 
may be more influenced by profit and a competitive focus, and thus more likely to 
accept unethical conduct, than more experienced salespeople, who have a stronger 
sense of traditional Confucian and Maoist business values. Accordingly: 
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H3: Chinese salespeople with less sales experience will be less likely to evaluate 
unethical selling behavior negatively than Chinese salespeople with more sales 
experience 
 
Due to the relatively recent introduction of the competitive economic model in China, 
the majority of Chinese businesses are small and relatively young (Wu, 1995). A 
number of studies have investigated the relationship between firm size and employee 
ethicality within the US environment (Ford and Richardson, 1994). In particular, 
Vitell and Festervand (1987) argued that salespeople in smaller firms may feel more 
pressure to use unethical tactics to compete in the marketplace. Under the competitive 
model of the socialist market economy (Wing, 1996) the survival of these small 
companies depends on their continuing competitive success (Deng and Dart, 1999). 
Thus, employees of such small firms are likely to feel a high level of pressure to 
succeed. Any deterioration in Chinese ethical standards, caused by the socialist 
market economy, could be expected to be most clearly visible in the operations of 
smaller companies. Hence: 
H4: Chinese salespeople working in smaller organisations will be less likely to 
evaluate unethical selling behavior negatively than Chinese salespeople with in larger 
organisations 
 
METHODOLOGY 
In order to test the hypotheses above, an exploratory survey of Chinese salespeople 
was conducted. Past ethics research has cited difficulties in gaining access to reliable 
data about executives in China using methods such as statistical sampling from 
population lists (e.g. Chan et al., 2002; Shi, 2001; Xinping, 2001). In light of such 
difficulties, the method chosen was based on that which has been commonly used in 
prior business ethics research in China (e.g. Chan et al., 2002; Wong and Chan, 1999), 
and other non-US cultures (e.g. Abratt and Penman, 2002; Marta et al., 2004) to 
minimise such difficulties. Specifically, in order to obtain an adequate response rate, 
participants were solicited to respond as a result of personal contacts (e.g. Chan et al., 
2002; Liu, 1998; Shi, 2001; Xinping, 2001). Questionnaires were mailed to 102 sales 
executives in Southern China and 69 useable responses obtained (69%). We did not 
use any specific incentive, other than the emotional appeal that completion of this 
survey would help one of the authors in the completion of their dissertation. Given the 
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personal contact nature of the data collection, we hoped that this would be a 
significant incentive. This seems to be borne out by our response rate, which is 
considerably higher than many other similar studies, particularly outside the US (e.g. 
Singhapakdi et al., 1994). The characteristics of the respondents are given in Table 2. 
A total of 37 different firms are represented, with most firms providing one or two 
respondents, and the maximum number of respondents from a single firm being 9. We 
do not consider multiple respondents from a single firm to be a problem, given that 
our theory is an individual-level one. Specifically, our theory is exploring individual 
and cultural characteristics of the salesperson (age, experience), rather than 
organizational-level factors. Our single hypothesis regarding an organizational factor 
(firm size) is unlikely to be contaminated by multiple respondents from the same 
organization given the few situations where multiple respondents from a single firm 
are evident. There was a wide range of firms and industries represented in the sample, 
including those operating in media space, electronics, mechanical parts, office 
products, and building materials. This suggests that our results are unlikely to be 
unduly influenced by firm characteristics. 
TAKE IN TABLE 2 
Of the 69 questionnaires returned, 52% were from males, whilst 48% were from 
females; 65% of respondents were under 30 years of age, and nearly 90% had at least 
some college education. Whilst this sample may appear rather young, samples of 
broadly similar demographic characteristics have commonly been used in other 
business ethics research within China and other non-US cultures (e.g. Marta et al., 
2004; Whitcomb et al., 1998). As well as this, similar demographic profiles are 
reported in other research involving Chinese salespeople. For example Atuahene-
Gima and Li (2002) report the majority of their sample as under 34 years of age, with 
a mean experience of 4.2 years. In a later article, Atuahene-Gima and Li (2006, p.343) 
report that “many salespeople in China’s transition economy are young and 
inexperienced”. This is backed up by their sample, which, whilst it was not 
specifically aimed at collecting young respondents, had 83% below 34 years of age. 
Further, despite the relatively low experience of most of the sample, it has the 
advantage of using practicing salespeople, in contrast to the student samples used in 
similar ethics research (e.g. Chiu, 2002; Chow and Ding, 2002; Whitcomb et al., 
1998). In order to provide some indication of non-response bias, we grouped the 
sample into early and late-responding groups, and performed t-tests on all relevant 
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variables across the groups (Armstrong and Overton, 1977). No significant 
differences were found in this case. 
Although the sample may appear small in terms of absolute numbers, it 
compares favourably with sample sizes used in other business ethics research in non-
US countries (e.g. Robertson et al., 1999). In fact, it has been argued that smaller 
samples actually provide more rigorous hypothesis tests, since only large effect sizes 
are likely to return significant test results (Sawyer and Ball, 1981; Slater, 1995; 
Speed, 1999). Furthermore, there is little reason to expect a sample size of 69 to be 
any problem with regard to the statistical analyses which were used (detailed in later 
in the paper). 
A scenario-based questionnaire was used to elicit the opinions of respondents 
regarding salesperson unethical behavior. This approach has been commonly used in 
business ethics studies both within and outside the US (e.g. Bellizzi and Hasty, 2001; 
Marta et al., 2004; Robertson et al., 1999; Singhapakdi et al., 1994). The scenario-
based questionnaire was based on Bellizzi and Hasty (2001) and the results of the 
current study are compared with that of Bellizzi and Hasty (2001).  Subjects were 
asked the most appropriate response to a potentially unethical situation involving a 
sales representative who they were responsible for. The full scenario is presented in 
Appendix 1; in brief the situation was one of ‘overstating plant utilization’, a typical 
unethical action (e.g. Bellizzi and Hasty, 2001; Hunt and Vasquez-Parraga, 1993). 
Respondents were asked to identify the most appropriate action in response to 
the situation by selecting one of 10 possible alternatives. These ranged from giving 
the unethical salesperson a pay rise and promotion, to termination of the employment 
(see Appendix 1 for full details). Whilst this response form has mainly been 
administered to sales managers in the past (Bellizzi and Hasty, 2001), it is valid in this 
case to use salespeople as the respondents for a number of reasons. First, the response 
given by a salesperson represents his/her attitude towards the unethical behavior, 
including their feelings as to its acceptability in their own situation. Furthermore, for 
the present research objectives it makes sense to explore the opinions of those who are 
likely to represent “future Chinese managers” (Whitcomb et al. 1998, p. 841) under 
the new system, i.e. those closer to the beginning rather than the end of their careers.  
The questionnaire was originally written in English, and then translated into 
Chinese by one of the authors. In order to maximise literal equivalence, the Chinese 
version was then back-translated into English by a third-party who was proficient in 
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both English and Chinese (cf. Honeycutt et al., 1995; Whitcomb et al., 1998). 
Subsequent to the translation, the questionnaire was personally administered to five 
Chinese sales executives who filled it in and commented on it. These ‘protocol’ 
administrations (Diamantopoulos, Reynolds and Schlegelemilch, 1994) were aimed at 
eliminating misunderstanding, as well as ensuring the scenario was considered 
unethical enough to warrant examination. All five of our Chinese respondents clearly 
identified the scenario as being an unethical sales behavior. Furthermore, no problems 
were experienced with the wording or expression of the questionnaire at this stage. 
 
RESULTS 
Descriptive results and the distribution of responses are presented in Figure 1. The 
results suggest some particularly striking findings. For example, rather than reacting 
negatively to the unethical scenario as has generally been found in US studies (e.g. 
Bellizzi and Hasty, 2001; Bellizzi and Hite, 1989; Hunt and Vasquez-Parraga, 1993), 
many Chinese respondents seemed to encourage the unethical behavior in some way. 
In fact, 20% of the Chinese respondents stated that they thought that the appropriate 
response was to either give the unethical salesperson a pay rise, or both a pay rise and 
promotion. Furthermore, strong encouraging feedback was also very popular. 
TAKE IN FIGURE 1 
In order to provide a test of H1, the Chinese results are compared with the results 
reported in Bellizzi and Hasty’s (2001) study, which used the same instrument and 
scale. The descriptive statistics of the latter study are reported in Appendix 2, Whilst 
the Chinese sample does show some differences in demographic makeup, the 
differences (in age, gender, and job experience) are on variables which have been 
shown to not have any systematic effect on ethical evaluations or behavior (Loe et al., 
2000; McLaren, 2000; Wotruba, 1990) apart from the influences proposed previously 
herein. Thus, differences observed across the two samples are unlikely to be due to 
the demographic differences between the samples, since previous studies suggest that 
these do not have a consistent influence on ethical behaviors. However, differences 
within the Chinese sample can still be attributed to, for example, changing ethical 
frameworks within China.  
Figure 1 also superimposes the distribution reported by Bellizzi and Hasty 
(2001) on top of the Chinese data collected presently. Some obvious superficial 
differences between the distributions can be seen. In order to provide a statistical test 
Unethical Selling Amongst Chinese Salespeople 
 - 13 -
of whether these evident differences were likely to be significant, a 2-sample 
Kolmogorov-Smirnov test was conducted (Siegel, 1956). The Kolmogorov-Smirnov 
D is equal to the value of the maximum difference between the two cumulative 
proportions (0.31). The critical value of D (0.05 significance) is 1.36 divided by √n 
where n is the size of the tested (Chinese) sample, 69. In this case the critical D is 
0.164, less than the calculated D of 0.31, suggesting that there is a significant 
difference in the distributions of the US and Chinese samples. However, these 
differences do not necessarily support H1, which suggested that Chinese salespeople 
would evaluate unethical behavior more harshly than US equivalents; in fact the 
opposite appears to be the case. 
TAKE IN FIGURE 2 
In order to more robustly test for the exact points of difference, a z-test was employed, 
(Churchill and Iacobucci, 2002). To fulfil the assumptions of this test, the samples 
must be large enough so that n1p and n2q are both greater than 10, with p and q being 
the proportions under test, and n1 and n2 being the sample sizes (Churchill and 
Iacobucci, 2002). Thus, to counteract the small exploratory Chinese sample size, and 
the fact that some response categories in the U.S. sample had a proportion of 0 (e.g. to 
‘give a pay rise and promotion’), four response groups were created. Group One 
consists of subjects choosing responses 1, 2, and 3 (‘rewarding’), Group Two; 
responses 4 and 5 (‘encouragement and ignorance’), Group Three; responses 6 and 7 
(‘disapproval’), and Group Four; responses 8, 9, and 10 (‘severe punishment’). Table 
3 reports the statistical test results. 
TAKE IN TABLE 3 
The critical z for this test at a 0.05 level of significance is ± 1.96. From the results it 
can be seen that the Chinese sample was considerably more likely to recommend 
some kind of reward, and less likely to be disapproving than the U.S. sample as 
reported by Bellizzi and Hasty (2001). However, there was no statistically significant 
difference between the samples in terms of Group Two (‘mild rewarding and 
ignorance’) or Group Four (‘severe punishment’). These results do appear to show 
significant differences between Chinese and US evaluations of unethical behavior. 
However, H1 is not supported since it stated that Chinese salespeople should be less 
favourable towards unethical behavior than US ones. Instead, these results imply 
exactly the opposite. 
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A cross tabulation and chi-squared test was used to examine H2. In order to 
meet the sample and group size assumptions of the test (Siegel, 1956) the data was 
transformed into two age categories; 29 and under,and 30 or over. These categories 
express a relevant difference between salespeople who are likely to have lived most of 
their adult lives under the full socialist market economy (i.e. after 1993), and those 
who have more adult experience under the more traditional economy. Two categories 
of response to the unethical behavior were also created; one group contained 
responses 1-5, ranging from encouraging the behavior to ignoring it, and a second 
group consisting of all of the disapproving or punishing responses. These groups were 
created to express the key theoretical hypotheses most effectively in light of our 
research design. More specifically, we are primarily interested here in whether or not 
Chinese respondents tended to evaluate unethical behavior of salespeople more or less 
positively than shown by previous US-based results. Creating these two groups of 
responses allows this hypothesis to be tested with more power given our sample size 
(reducing Type II error, which is of particular importance at this exploratory stage), 
whilst still providing a good test of our hypotheses. The results of the test are given in 
Table 4. As can be seen there is a significant difference between the younger and 
older groups, with a higher proportion of younger Chinese salespeople encouraging or 
ignoring the unethical behavior than older salespeople. Thus, H2 receives support.1 
TAKE IN TABLE 4 
A two-by-two cross tabulation with a chi-squared test was also used to test H3. The 
results are presented in Table 5. In order to meet the cell size assumptions of the chi-
square test (Siegel, 1956), two groups of experience were created; those with less than 
5 years experience in sales, and those with 5 years and over. The same two different 
groups of response to the unethical behavior as H2 were used. There appears to be no 
clear relationship between experience and response, borne out by a non-significant 
chi-squared test. Thus, H3 is not supported.  
TAKE IN TABLE 5 
H4 was tested with an independent samples t-test. Here, the mean firm size for the two 
different response groups used for testing H2 and H3 was used. There were no 
statistically significant results (t value of -0.247, significance of 0.806), although the 
                                                 
1 As suggested by one anonymous reviewer, we also reanalyzed H2 and H3 using t-tests, without 
grouping the independent variables. This reanalysis provided identical results to those obtained with 
chi-square tests. 
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descriptive results indicated that larger firms may tend to recommend punishment. 
More specifically, the mean firm size of those who advocated a reward, 
encouragement, or ignorance was 890 employees; whilst the mean firm size of those 
who advocated mild or severe punishment was 954 employees. However, this 
difference did not appear to be substantive in terms of the variance of firm size (i.e. 
around 65 employees). Since this hypothesis explicitly considered a firm-level 
variable, in order to take into account any biasing influence of using multiple 
respondents from the same firm, we re-ran the t-test using single respondents from 
each of the firms with multiple respondents (the single respondent was selected 
randomly from each firm). The sample size was reduced to 37, and the results 
remained non-significant (t value of -1.05, significance of 0.303)2. Thus, H4 is not 
supported.  
 
DISCUSSION 
The results seem at odds with expectations based on the hypotheses generated earlier; 
however, they may not be out of line with underlying concepts of crossvergence and 
with previous research that suggests paradoxical behavior and perceptions among 
such respondents. H1 suggested that Chinese sales representatives would have more 
negative attitudes towards unethical behavior than their US counterparts. Instead, the 
results showed that contemporary Chinese salespeople may actually view unethical 
behavior more favourably than their Western equivalents. Since social identity and 
utility theories would suggest that traditional Chinese cultural values of Confucianism 
and Maoism would lead to more negative evaluations of unethical behavior, the 
present results can be argued to provide empirical support to theorists who have 
suggested that the recent emphasis on profit and competition in Chinese market 
socialism may have caused a shift from these traditional Chinese principles towards 
less ethical behaviors (e.g. Chan et al., 2002; Harvey, 1999). 
Previous research has implied that the Chinese socialist market economy has 
created a system where factors such as profit have become so important that the moral 
values inherent in Confucianism and Maoism have lessened in their influence (e.g. 
Chan et al., 2002; Whitcomb et al., 1998). Therefore H2, H3, and H4 were aimed at 
providing some indication whether younger, less experienced salespeople, and those 
                                                 
2 We are indebted to an anonymous reviewer for inspiring this additional analysis. 
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who worked for smaller firms, would have more favourable attitudes towards 
unethical behavior. Empirical support for the hypotheses concerning experience and 
firm size was not found. However, it could be the case that experience moderates the 
relationship between age and ethical evaluations, with greater experience 
counteracting the tendency of younger executives to positively evaluate unethical 
selling behavior. Despite the lack of support for some of the hypotheses, the fact that 
younger salespeople do appear to evaluate unethical behavior more positively 
suggests that the influence of traditional Chinese moral principles may indeed be 
weaker among those who have spent a more considerable proportion of their lives and 
careers under the socialist market economy. This would certainly lend some support 
to Harvey’s (1999) assertion that high ethical standards are “principles of ‘Old 
China’” (p. 85), rather than the more modern Chinese business environment. 
Drawing from utilitity theory, one possible reason for this could be the way in 
which Chinese salespeople are normally remunerated. Specifically, it has been 
common in China to tie the majority of sales force remuneration to their sales volume 
and commission (Cheung and Poon, 2001). Western research suggests that such 
‘outcome-based’ and incentive-heavy control methods may have negative impacts on 
the ethical behavior of salespeople (e.g. Oliver and Anderson, 1994). In the past, with 
the utility benefits of social identification with in-groups counteracting the utility 
benefits of individual performance, such compensation plans may possibly have been 
useful as motivational tools in a planned economy. However, the introduction of the 
socialist market economy means that it is likely that Chinese salespeople may feel 
under greater pressure to make profits, at the same time as seeing the social 
identification with society as a whole eroding. As a result, tying compensation and/or 
job security directly to outcome measures may increase the prevalence of unethical 
selling, in order to increase sales (e.g. Robertson and Anderson, 1993). 
Previous research has found that Chinese respondents are generally more 
likely to answer in the middle range of responses to any particular questionnaire than 
Western respondents (Smith and Wang, 1996). Therefore, we could have expected the 
Chinese sample to be far more concentrated towards the mid-point of the 10-point 
scale than it was. Taking into account this potential mid-point bias, the actual opinions 
of Chinese salespeople may actually be more extreme than those presented here (e.g. 
even further towards rewarding and encouraging the unethical behavior), making the 
results even more compelling. 
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The findings of this study have clear implications for managers of Chinese 
sales forces, and also for international managers operating within China. First, sales 
managers operating within China should be alert to the possibility that their 
salespeople may be supportive of the Western view of “unethical” actions in order to 
make more profit for themselves and their organisations. In particular, the findings 
suggest that younger salespeople are more likely to behave unethically than older 
individuals. One recommendation which could reduce this is the instigation of ethical 
training courses for newly-employed salespeople. These are often used in the US. At a 
managerial level, it could be recommended that managers consider carefully the 
utility of their compensation systems for salespeople. In particular, the commonly-
used (in China) outcome-based systems, which have been shown to be correlated with 
unethical selling behaviors in the US (Robertson and Anderson, 1993). Managers of 
Chinese salesforces are thus recommended to focus on using behavioral control 
systems which incorporate substantial monitoring and guidance, and avoid solely 
focusing on objective sales or profit figures.  
Additionally, clear codes of ethics, which stress appropriate behaviors, are also 
likely to help clarify ethical dilemmas faced by salespeople in China. It is also 
necessary for top management to support the long-term development of high ethical 
standards amongst the salesforce, by clearly demonstrating their commitment to 
ethical behavior and its positive impact on long-term profit. This would reduce the 
pressure to generate short-term profit, which can influence unethical selling. Finally, 
international marketers operating within China (e.g. buyers) should be aware that 
ethical selling standards and behaviors may currently be in a state of evolution, a view 
supported by contemporary Chinese commentators reporting the transitional nature of 
doing business in the Chinese market socialist environment (e.g. Hanafin, 2002; 
Shafer et al., 2007; Wang, 2003). International marketers should neither take for 
granted behaviors which they could expect when operating in a US market, nor those 
based on pure Confucian or Maoist philosophies. 
 
CONCLUSIONS, LIMITATIONS AND DIRECTIONS FOR FUTURE 
RESEARCH 
This study used variables which have commonly been examined in previous US-based 
research, and applied them in a setting which has received very little sales ethics 
research, namely China. The findings uncovered some interesting results, suggesting 
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that Chinese salespeople may be having some difficulties upholding traditional ethical 
standards in the new Chinese socialist market economy, and that managers need to 
closely examine the practices of their salespeople to determine whether they are in 
line with acceptable guidelines. However, it should be mentioned that our results do 
not necessarily have anything to do with whether Chinese salespeople are inherently 
more or less ‘ethical’, simply to do with their evaluations of (and by implication, their 
likelihood of performing) unethical selling behaviors as defined in previous literature. 
Several limitations are apparent in this work. Foremost, whilst the sample was 
appropriate for the exploratory aims of our study – and the characteristics of the 
culture we were examining – in order to draw firmer conclusions, larger-scale data 
collection efforts must be undertaken in future. Furthermore, it would have been 
interesting to have been able to conduct wider-ranging statistical analyses of the 
differences between the Chinese and a US respondents, which would have been 
possible if a dedicated US sample had been available. However, the analysis was 
restricted to simpler tests of proportions and distributions, although this still provided 
interesting results.  
There is also a possibility that the differences observed between the Chinese 
and US samples were influenced by the demographic differences between the 
samples. Whilst we consider this a low probability, given that prior work has found 
that demographic differences in general tend to have a low impact on ethical opinions 
and behaviours, a stronger test would be between two more similar samples. Another 
possible limitation of the research arises from the comparison of respondents at 
different hierarchical levels of the organization. Whilst our data were collected from 
sales employees, those of Bellizzi and Hasty (2001) were collected from sales 
managers. Even though the differences in beliefs and attitudes that we are interested 
in derive from cultural norms, and so would be expected to be consistent at any level 
of the organization, it is possible that managers may have encountered more ethics 
training and have more understanding of the ‘rules’; which may result in managers 
responding slightly differently to sales employees (perhaps more in line with rules, 
rather than practice). Future studies should examine the generalizability of findings 
across different levels of the organization. Extensions of the present study could also 
incorporate more than a single scenario, to explore potential differences in sales 
employees’ reactions to different ‘types’ of unethical selling behaviors. Qualitative 
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research could also be valuable, to more deeply explore the cultural, social, and 
individual factors at play in this situation. 
Future research should further examine the issues raised here. Larger-scale 
quantitative work should be carried out to validate the ideas and to determine whether 
the findings reported presently are symptomatic of other economies which have 
introduced market systems in the recent past, particularly those with similar cultural 
backgrounds. It would be enlightening to examine the attitudes of salespeople in 
mainland China compared with those in Chinese administrative regions such as Hong 
Kong, where salespeople may have more experience with market systems. In-depth 
qualitative research of Chinese sales force members’ reactions to the imposition of the 
market economy is likely to be illuminating as well. Ultimately, it is necessary to 
determine whether Western-based models of sales ethics and behavior are appropriate 
for transition to Chinese contexts. At this early stage of inquiry, US measures and 
theory have been used and further research is needed to determine whether the 
fundamentals of such theories of sales ethics are transferable to the Chinese setting. If 
not, new models should be developed. 
In conclusion, it is to be hoped that the issues raised in this exploratory study 
have a number of outcomes. First, the need to better understand issues of sales ethics 
in China has been identified. Additional, richer, and broader research continues to be 
needed in this important area, as the Chinese market continues to transform, with 
ethical behavior in a state of flux. Second, and perhaps more important, practicing 
sales managers and salespeople should give some thought to the findings reported, 
and consider exactly how they are conducting business with their customers. 
Furthermore, policy makers should consider this work, and its implications for the 
imposition of market systems on centrally-planned economies, in order that the 
maximum benefit for all can be drawn from such initiatives. Whilst the financial 
benefit from the introduction of a market system can be immense, it should not be 
forgotten that, rather than abstract mathematical equations, it is human beings in 
social networks that implement, and ultimately work under, such systems. The impact 
on sociocultural values and institutions should not be forgotten in the haste to reap the 
financial benefits of the market. 
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APPENDIX 1: SCENARIO USED IN THE STUDY 
 
Assume the role of a District Sales Manager and indicate how you would handle the 
sales situation described below involving a salesperson you supervise. 
 
This situation involves a sales representative assigned to one of the territories in your 
district. You have learned that in an attempt to negotiate the best possible price, this 
sales representative has been telling purchasing agents that the utilisation of plant 
capacity is at a very high level because of the popularity of your company’s product. 
However, over the past 6 months, utilisation of plant capacity has been low. Providing 
false and misleading information to customers is specifically prohibited by company 
policy. The personnel file of the sales representative indicates a positive performance 
review over the past 6 months. 
Based on the background information, what action is most appropriate? 
(1) A pay rise and promotion 
(2) A pay rise only 
(3) Strong encouraging feedback 
(4) Mild encouraging feedback 
(5) Taking no action at all 
(6) Counselling the salesperson 
(7) A mild (verbal) reprimand 
(8) A strong (written) reprimand 
(9) A pay reduction 
(10) Termination 
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APPENDIX 2: DEMOGRAPHIC CHARACTERISTICS OF BELLIZZI and 
HASTY’S (2001) SAMPLE 
 
Characteristic Number Percentage 
Years of sales experience:   
1-10 years 85 22 
11-15 years 68 18 
16-20 years 86 22 
21-25 years 61 16 
26-30 years 46 12 
Over 30 years 41 11 
Age:   
21 to 35 years of age 58 15 
36 to 45 years of age 131 34 
46 to 55 years of age 119 31 
56 to 65 years of age 66 17 
Over 65 years of age 9 2 
No answer 4 1 
Education level:   
High school 29 7 
Some college 102 26 
College Grad 198 51 
Graduate degree 58 15 
Gender:   
Male 321 83 
Female 66 17 
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Table 1: Examples of Unethical Selling and ‘Traditional’ Chinese Moral Values 
Unethical behavior1 
 
 Value which may mitigate against its 
use2 
Allowing or encouraging customers to order 
more expensive products than they need 
 
  
Confucian: One should only achieve profit and 
li in a moral way. Keeping information 
from the customer or outright lying to 
customers can never be considered moral 
under a Confucian system – no matter what 
the outcome. 
Maoist: Self-centred acts are not tolerable 
under a Maoist philosophy. These actions 
are clearly ones which advantage the 
salesperson (by making a sales) at the 
expense of the customer. 
Agreeing to customer requests which are 
impossible to deliver in order to make a sale 
 
 
Unnecessarily bundling less successful products 
with highly successful products to increase 
sales 
 
 
Exaggerating the extent of customer problems in 
order to increase order size 
 
 
Overstating popularity of the product 
 
 
 
Using high-pressure tactics to close sales 
 
 Confucian: Achieve profit and li in a moral 
way. Again, lying to customers can not be 
considered moral. Furthermore, it would 
seem that high pressure tactics are also 
immoral since they are likely to inflict 
psychological harm on customers, as well 
as influence them to purchase unneeded 
products. 
 
Lying to customers regarding product 
specifications 
 
 
 
Charging more to customers where there is no 
competition 
 
 Confucian: Achieve profit and li in a moral 
way. Both these actions can be considered 
less than totally moral. 
Maoist: Duty towards ‘the people’. Both these 
acts disadvantage others in the community, 
and are also self-centred acts. Maoist 
philosophy would thus be incompatible 
with these actions. 
 
Taking sales from colleagues 
 
 
Exaggerating numbers of sales calls made to 
sales manager 
 
 Confucian: Loyalty should always be to 
hierarchical superiors, neither of these acts 
demonstrates this. 
Maoist: Again, selfish acts – which these both 
are – are not tolerable under the Maoist 
system 
Charging personal expenses to business expense 
accounts 
 
 
 
Pressuring peers not to report unethical behavior 
 
 Confucian: Loyalty to hierarchical superiors, 
means that one should report unethical acts 
Maoist: Duty towards ‘the people’ also means 
harmful acts should be reported. 
 
Taking credit and reward for others’ successful 
activity 
 Confucian: One should achieve profit and li in 
a moral way, this act is not moral. 
Maoist: Self-centred acts not tolerable under 
the Maoist system 
 
Failing to recommend product deletion involving 
a safety issue 
 Confucian: One should contribute to the 
‘greater good’ of the entire social network, 
which would imply product deletion. 
Maoist: One’s duty towards ‘the people’ would 
require deletion of the unsafe product 
1Scenarios adapted from Verbeke et al. (1996), Robertson and Anderson (1993), Honeycutt et al. 
(1995), and Bellizzi and Hite (1989). 
2It should be noted that these are conceptual ideas drawn from the literature, rather than hypotheses 
which have been tested by previous work. We argue that these characteristics of traditional Chinese 
morals are likely to reduce the prevalence of the unethical behaviors in the previous column. For more 
detailed explanation of these values, please refer to the article text. 
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Table 2: Demographic Characteristics of the Chinese Sample 
 
Characteristic Number Percentage 
Years of sales experience1:   
Under 3 years 37 54 
3 to 10 years 31 45 
Over 10 years 1 1 
Age1:   
20 to 29 years of age 45 65 
30 to 39 years of age 15 22 
No answer 9 13 
Education level:   
High school 8 12 
Some college 13 19 
College grad 34 49 
Graduate degree 14 20 
Gender:   
Male 36 52 
Female 33 48 
Company annual turnover2:    
Under 1 million dollars 17 25 
1,000,001 to 5 million  6 9 
5,000,001 to 30 million  29 42 
30,000,001 to 100 million  5 7 
No answer 12 17 
Company size1:   
Under 100 people 20 29 
101 to 500 people 10 14 
501 to 1500 people 23 34 
1501 to 3000 people 11 16 
Over 3000 people 2 3 
No answer 3 4 
1Note: Raw data categorised by authors 
2Note: Raw data categorised and converted into US dollars by authors 
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 Table 3: Z-Test for Differences in Proportions 
1Source: Bellizzi and Hasty (2001) 
* Significant at 0.05 level (z-test ±1.96) 
 
Table 4: Chi-squared Results for Salesperson Age 
 Response 
 
 
 
Age Group 
Rewarding and 
encouraging and  
Ignorance 
 
Mild or Severe 
Punishment 
 
Total 
Under 29 Years Old 
% within age group 
% within response 
% of total 
 
 
56.3 
84.4 
40.9 
 
43.8 
61.8 
31.8 
 
100 
72.7 
72.7 
30 Years Old and Over 
% within age group 
% within response 
% of total 
 
 
27.8 
15.6 
7.6 
 
72.2 
38.2 
19.7 
 
100 
27.3 
27.3 
Total 
% within age group 
% within response 
% of total 
 
48.5 
100 
48.5 
 
51.5 
100 
51.5 
 
100 
100 
100 
One-sided Chi-square (1df): 4.249 (significant at 0.05) 
 
Table 5: Chi-squared Results for Salesperson Experience 
 Response 
 
 
 
Exp. Group 
Rewarding and 
encouraging and  
Ignorance 
 
Mild or Severe 
Punishment 
 
Total 
Under 5 Years Exp 
% within exp. group 
% within response 
% of total 
 
 
51.1 
69.7 
33.3 
 
48.9 
61.1 
31.9 
 
100 
65.2 
65.2 
5 Years Exp. and Over 
% within exp. group 
% within response 
% of total 
 
 
41.7 
30.3 
14.5 
 
58.3 
38.9 
20.3 
 
100 
34.8 
34.8 
Total 
% within exp. group 
% within response 
% of total 
 
47.8 
100 
47.8 
 
52.2 
100 
52.2 
 
100 
100 
100 
One-sided Chi-square (1df): 0.560 (not significant) 
 
Dependent VariableSupervisory Reaction and Response Pattern 
   
Alternate Action (grouped) Proportion of 
Chinese Sample 
Proportion of 
U.S. Sample1 
Z- test sig. 
(1) Rewarding [pay rise and promotion, pay 
rise, or strong encouragement] 
0.32 0.02 8.11* 
(2) Encouragement and Ignorance [mild 
encouragement or take no action] 
0.16 0.13 0.682 
(3) Mild Disapproval [counselling or mild 
reprimand] 
0.39 0.71 -5.25* 
(4) Severe Punishment [strong reprimand, pay 
reduction, or termination] 
0.13 0.12 0.24 
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Figure 1: Display of Percentage Response of Chinese and US (Bellizzi and Hasty 2001) Samples 
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